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Customer loyalty has always be the primary goal for any business organization which 
includes Muslim women apparel retailer. Customer satisfaction plays an important role in 
triggering customer loyalty. This study examined a comprehensive theoretical framework 
adopted from renowned marketing scholars in an attempt to understand the how customer 
satisfaction can be gained through effective retail marketing mix strategies. This study tested 
all nine elements of retail marketing mix in order to measure the effect of each element in 
influencing customer satisfaction. Apart from that various factors influencing consumer 
buying behaviour being measured to assess mediating effect that each factor might have over 
the relationship between elements of marketing mix and customer satisfaction. A total of 
300 completed self-administered questionnaires have been distributed in three major cities 
in Sarawak namely Kuching, Sibu and Miri to obtain data for analysis purposes. The data 
obtained from respondents responses through the questionnaires are analyzed by using SEM 
via AMOS software. The usage of AMOS software enable the data to be analyzed even faster 
than using SPSS alone as the reliability and validity tests as well as model goodness of fit 
can be done simultaneously from the comprehensive output generated from the data once 
the model has been run. From the data analysis, the finding have proven that majority of the 
hypotheses are supported. As expected retail marketing mix elements such as merchandise 
offered by the retailer, store ambience, customer service, price, communication and store 
image have shown significant direct effect on customer satisfaction. However, in contrary 
elements like store location, personal selling and sales incentives offered by the retailers of 
Muslimah apparel did not have significant effect over customer loyalty. Meanwhile, cultural, 
social and personal factors have proven to have significant mediating effect on relationship 
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between retail marketing mix and customer satisfaction. However, there is no mediating 
effect occur from psychological factor. The findings also proving that customer satisfaction 
have significant effect on customer loyalty. Basically the findings indicate that all objectives 
of this study have been successfully achieved. 
 





















Hubungan antara Campuran Pasaran Peruncitan dan Kepuasan Pelanggan terhadap 




Kesetiaan pelanggan sentiasa menjadi matlamat utama bagi setiap organisasi perniagaan 
termasuklah di kalangan peruncit pakaian Muslimah. Kepuasan pelanggan memainkan 
peranan yang penting di dalam mencetuskan kesetiaan pelanggan. Kajian ini mengkaji 
rangka kerja teoritikal yang menyeluruh yang digarap dari teori-teori daripada para pakar 
tersohor dalam bidang pemasaran dalam usaha untuk memhami bagaimana kepuasan 
pelanggan dapat diperolehi melalui strategi pemasaran yang berkesan. Kajian ini menguji 
kesemua elemen di dalam campuran pasaran peruncitan di dalam usaha untuk menilai 
kesan setiap elemen tesebut dalam mempengaruhi kepuasan pelanggan. Dalam masa yang 
sama, beberapa faktor yang mempengaruhi tingkah laku pelanggan juga dinilai untuk 
mengukur kesan mediasi setiap faktor tersebut terhadap hubungan di antara setiap elemen 
pemasaran peruncitan dengan kepuasan pelanggan. Sejumlah 300 borang soal selidik telah 
diedarkan di tiga bandar utama di dalam negeri Sarawak iaitu Kuching, Sibu dan Miri untuk 
mendapatkan data untuk dianalisis. Seterusnya data yang diperolehi daripada para 
responden borang soal selidik tersebut telah dianalisa menggunakan SEM melalui perisian 
AMOS. Penggunaan perisian AMOS membolehkan data dianalisis dengan lebih cepat 
berbanding menggunakan perisian SPSS sahaja oleh kerana ujian kebolehpercayaan 
(reliability) dan kesahan (validity) serta ujian goodness of fit (GOF) bagi model-model 
kajian dapat dilaksanakan secara serentak melalui output yang menyeluruhi yang 
dihasilkan daripada data-data yang diproses melalui perisian tersebut. Daripada hasil 
analisis data, penemuan analisis data membuktikan bahawa majoriti hipotesis telah 
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disokong. Seperti yang dijangka, elemen pemasaran peruncitan seperti barangan yang 
ditawarkan oleh peruncit, suasana di dalam kedai, perhidmatan pelanggan, harga, 
kominikasi oleh pihak peruncit dan juga imej kedai menunjukkan kesan langsung yang 
signifikan terhadap kepuasan pelanggan. Walau bagaimanapun, elemen pemasaran 
peruncitan seperti lokasi pusat jualan, aktiviti jualan peribadi oleh jurujual pusat jualan 
dan insentif jualan yang ditawarkan oleh peruncit tidak menunjukkan kesan langsung yang 
signifikan terhadap kepuasan di kalangan pelanggan pusat jualan pakaian Muslimah yang 
terlibat di dalam kajian ini. Dalam masa yang sama, faktor-faktor seperti faktor 
kebudayaan, sosial dan peribadi telah terbukti mempunyai kesan mediasi atau perentara 
yang signifikan terhadap hubungan di antara campuran pasaran peruncitan dan kepuasan 
pelanggan. Faktor psikologikal tidak menunjukkan kesan perantara yang signifikan 
terhadap hubungan tersebut. Penemuan kajian juga menunjukkan bahawa kepuasan 
pelanggan mempunyai kesan yang signifikan terhadap kesetiaan pelanggan. Secara amnya, 
penemuan kajian ini telah menunjukkan kesemua objektif kajian telah berjaya dicapai. 
 
Kata kunci: Campuran pasaran peruncitan, kepuasan pelanggan, industri peruncitan, 
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This chapter covers background of study that covers Muslim women apparel retailing 
industry and customer loyalty. The statement of problem was identified showing that 
although there is an abundance of study on customer loyalty there is still lack of emphasis 
on Muslim market specifically on Muslim women apparel retailing. Due to this, relevant 
objectives and research were developed so that the study can significantly contribute toward 
information on how to develop customer loyalty within this field of study. Lastly, the scope 
of study was also identified to ensure that all relevant factors are taken into account in 
achieving the objectives and also increasing knowledge on the factors influencing Muslim 
women satisfaction within Sarawak Muslim women apparel retailing industry.   
 
 
1.2 Background of the Study 
 
 Over the past years, Muslim women apparel retailing industry has emerged as a 
lucrative market segment in most of Islamic countries including Malaysia. In general, based 
on a report produced by Thomas Reuters, Muslims around the globe has spent $266 billion 
on clothing and footwear in 2013 and expected to further expend to $484 billion by 2019 
(Petrilla, 2015). In Europe, the trend has captured attention of several major players in 
apparel industry to venture into the segment. DKNY has launched its debut DKNY’s 
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Ramadan Summer 2014 Collections and followed by other major brands such as Tommy 
Hilfiger, Zara and Mango in the subsequent years. In Malaysian perspective, vast numbers 
of brands produced by local and foreign producers have entered the market. 
Despite abundance of choice offered in the market, the products have one 
characteristic in common that is it complies with the recent modesty movement that emerges 
among most Muslim women around the world. The increasing demand for Muslim women 
apparels is due to the surge in the number of professional Muslim women as well as those 
that have favourable purchasing power. This trend has triggered the need for modest apparel 
that suit the status and roles of this group of Muslim women which tend to prefer 
contemporary fashions designed to comply with Islamic requirements. 
In terms of the customer-base and product offerings, this industry consists of the sale 
of womenswear and childrenswear, encompassing a wide range of product, ranging from 
active, casual, outer, inner and formal wear. While the market leaders consist of large, well-
branded retailers, this industry also consists of high numbers of SMEs, such as boutiques 
and niche apparel stores. In terms of competitiveness, the larger apparel retailers have an 
advantage over smaller shops in the sense that they have economies of scales and are able to 
offer better retail pricing and product varieties to their customers. Smaller apparel retailers 
try to make up for this with their own advantages of offering personalized  services and 
selling certain type of clothing to small niche market rather than a wide range of products 
such as local retailer selling Islamic-Malay clothing only like Malay tradition baju kurung 
and baju melayu. This competitive environment and the increasing spending-power of 
Malaysians have significantly changed the landscape of this retail industry. Customers are 
more knowledgeable about what they want and thus, are more appreciative of the 
individualized and innovative approaches that the retail stores are providing.  
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To succeed in this industry, retailers depend not only on their ability to attract new 
customers, but also capturing repeated customers. Customer’s satisfaction and loyalty are 
the barometers of a retailers’ performance. With this in mind, there is a need for both 
practitioners and academics to understand the antecedents that lead to customers’ 
satisfaction, trust, and loyalty within the Muslim women apparel retailing industry 
particularly in Sarawak. However, attaining customer’s satisfaction and loyalty is not an easy 
task for any retailer. Most successful apparel retailers have set customer’s satisfaction and 
loyalty as one of their top priority in their strategic marketing planning. Stringent analysis 
on all forces in the marketing environment is the essence of strategic market plan and 
undoubtedly plays a vital role in identifying the antecedents of customer’s satisfaction and 
loyalty thus, providing the leeway to create effective marketing strategies.  
 
 
1.3 Statement of Problems 
 
There is a growing realization that getting more business from existing customers is 
a lot cheaper and effective than trying to attract new customers or to win them from the 
competitors (Alshurideh, 2016; Magatef & Tomalieh, 2015; Singh & Imran, 2012).  The 
importance of customer satisfaction has been increasingly acknowledged within both the 
business and research communities because of its favourable customer behaviour in the form 
of customer loyalty (Pradhan & Roy, 2012). Therefore, great efforts should be made by 
retailers including Muslim women apparel retail stores to gain customer loyalty in order to 
achieve long-term profitability. To achieve this end, there need to be more in-depth research 
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on the antecedents of customer loyalty in order understand the factors influencing customer 
loyalty within Muslim women apparel retailing industry particularly in Sarawak.   
Unfortunately, despite abundance of researches pertaining to customer loyalty, 
specific research relevant to Muslim women apparel retailing is still very limited. Most of 
the existing researches pertaining to customer loyalty on retail stores focus on full-service 
retail stores such as supermarket and hypermarket, moreover, most of them were limited in 
term of scope of their studies. Furthermore, majority of the recent researches only examined 
specific attributes that are affecting customer loyalty such as store physical attributes, 
merchandise attributes, price and service quality, thus disregarding the effect of other 
important elements of retail marketing mix on customer satisfaction and loyalty (Astrid, 
2018; Peng et al., 2018; Rahman et al., 2014). Furthermore, these researches on the 
relationship between elements of retail marketing mix towards customer satisfaction and 
loyalty are conducted in general retail outlets which are mostly hypermarkets.   
The aforementioned gaps also exist in researches regarding apparel retailing. Most 
of the recent researches on consumers buying behaviour in apparel retailing almost have  
identical selected elements of retail marketing mix being studied such as merchandise 
attributes (i.e quality and variety), price and customer service (Alamelu, 2018; Hasan, 2018; 
Md. Anisul et al., 2012; Pradhan & Roy, 2012). These researches were not designed to 
analyse the impact of the remaining retail marketing mix elements on customer satisfaction 
and loyalty that are of significant influence such as store location, communication, personal 
selling, store image and sales incentives (Berman et al., 2017; Kotler & Armstrong, 2016; 
Levy & Weitz, 2012; Omar 1999). For instance, studies conducted by Alamelu (2018) and 
Hasan (2018) did not touched specifically on how those attributes are affecting consumer 
satisfaction and loyalty, instead it studied the impact of those attributes towards customers’ 
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purchase intention. Furthermore, a study by Sunday and Bello (2016) on factors influencing 
consumer buying behaviour within the clothing industry mainly focused on the influence of 
customer’s personal factors on buying behaviour. On top of that, all of the aforementioned 
studies concentrated on generic apparels instead of Muslim women apparels retailing. 
Undoubtedly, there are numerous studies focusing on the impact of marketing mix 
strategies on customer satisfaction from the Islamic perspective. Nevertheless, previous 
researches lack emphasis in certain aspects, thus making this current study important in order 
to fill the knowledge gap within the field. For instance, a literature review from Islamic point 
of view by Ahmed and Rahman (2015) simply focused on the effect of basic 4P’s of 
marketing on consumer satisfaction, furthermore, it did not adopt any empirical analysis. 
Meanwhile, research conducted by Abdullah et al. (2015) on success of strategies in Islamic 
marketing mix mainly focused on assessing the effect of critical factors in Islamic marketing 
mix strategies on customer satisfaction. The critical factors aforementioned are commitment, 
character, conformity, conscience and customer centric. Although both of these researches 
were conducted from the Islamic perspective, they did not specifically study the impact of 
the elements of retail marketing mix on customer satisfaction and loyalty from the 
perspective of Muslim women apparel retail stores. 
The academic researches pertaining to retail store attributes from Islamic perspective 
also faced similar gaps in their research focus. For example, a study on consumers’ 
expectations of an Islamic based retail store and their patronage motivation conducted by 
Waida and Nazlida (2011) touched on retail stores in general, but not specifically on retail 
stores of Muslim women apparels. Likewise, the attributes that have been assessed were also 
rather limited to store image dimension, merchandise, store atmosphere and sales personnel 
service. While a study by Haslinda et al. (2014) on Islamic retailer store attributes only 
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looked at product, price, promotion and store environment variables, without specifically 
examining the relationship between retail marketing mix and customer satisfaction or 
loyalty. Instead, this study’s main purpose was to determine the underlying store attributes 
that represent an Islamic retailer from the perspective of Muslim consumers in order to 
determine the specific value laden attributes that will drive Muslim consumers to perceive 
the store as Islamic. Similarly, this research focused on retail store in general instead of retail 
store of Muslim women apparels. 
Even with the more recent studies regarding Muslim women apparels available from 
various sources, most did not examine the relationship between customer retail marketing 
mix and customer loyalty. For instance, the study by Mirza et al. (2018) only focused on the 
role of social influence, brand attachment and perceived value in influencing customer 
repurchase intention on trendy clothing fashion. However, the aspect of retailing had not 
been touched in this study although it performed an in-depth examination of the impact of 
product attributes and social influence on customer repurchase intention. Other studies such 
as by Listyorini et al. (2018) investigated the religiosity and fashion behaviour among 
Indonesia Muslim women to understand how religiosity and fashion involvement affect 
Muslim women customer satisfaction. The research has a narrow focus on religiosity, 
fashion involvement and fashion knowledge, thus almost entirely ignoring the impact of 
retail marketing mix on Muslim women apparel customers. Even research that can be 
considered as the closest to this current study (such as by Norsyaheera et al., 2016), only 
examined the relationship between marketing mix and customer loyalty in hijab industry by 
taking customer satisfaction as mediator. Nevertheless, like the rest of the researches 
mention earlier on, the study only touched on general 4P’s of marketing instead of an 
extended retail marketing mix. 
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Another issue that drives the need to conduct this study is that the existing researches 
that studied the relationship between retail marketing mix and customer satisfaction and 
loyalty have displayed several disagreements in term of their findings. While a study 
conducted by Beneke et al. (2011) supported the findings from several previous studies that 
claimed store image as the essential attribute that has significant influence on customer 
satisfaction (Eskilden, 2004; Paulin & Geisfield, 2003; Than & Thang, 2003). A research by 
Omar et al. (2011) found that customer satisfaction does not rely on store image alone, 
instead customer satisfaction is the result of an overall evaluation of customers’ shopping 
experience on retailer product and service. In other researches that studied the various factors 
influencing retail customer behaviour, they are found to have inconsistent findings compared 
to the renowned theories proposed by marketing scholars. For instance, Prasad (2018) 
claimed that apparel customers are more tempted by the latest design rather than price, 
variety, credibility or even recommendations by referral groups. In a different study 
conducted by Katrodia et al. (2018), it is found that although customers are attracted to 
certain malls due to psychological factors such as popularity and positive image, customers’ 
personal or demographic factors did not have significant effect on customers’ intention to 
visit any malls. Furthermore, Rahman et al. (2014) have found the most significant opposing 
result, that is, customer satisfaction does not necessarily drive customer loyalty toward 
certain retailer because satisfied customers still may turn to other retailers that are able to 
offer better value to customers.                
In conclusion, all of the aforementioned researches only touched on selected 
elements of retail marketing mix and did not examined factors influencing consumer 
behaviour (i.e. cultural, social, personal and psychological) as mediator for the relationship 
between retail marketing mix and customer satisfaction. Furthermore, researches on strategic 
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marketing within Muslim women apparel retail industry are still very limited, and those that 
are available are mostly broadly focused which touches on general marketing issues. These 
gaps are compounded by the fact that the existing studies have displayed disagreement on 
their findings. This make it necessary to focus on the existing theory of customer satisfaction 
and loyalty from the perspective of Muslim women apparel retail industry, particularly in 
Sarawak, in order to understand the antecedent of customer loyalty in the industry. The 
insufficiency of relevant researches mentioned above is a crucial impetus for this study as 
the information is much needed by the Sarawak Muslim women apparel retail industry’ 
players to understand their customer needs. This in turn will enable the players to devise 
viable strategic marketing plans that can greatly assist them in retaining customers in a more 
efficient and effective manner. 
  
 
1.4 Research Questions  
 
Based on the problems statement, this research seeks to answer the following questions: 
i. What are the relevant elements of retail marketing mix that influence customer 
satisfaction within the Muslim women apparel retail industry in Sarawak? 
ii. Does customer satisfaction have significant effect on customer loyalty within the Muslim 
women apparel retail industry in Sarawak? 
iii. Does consumer retail behavior act as mediator in the relationship between retail 
marketing mix and customer satisfaction? 
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iv. What is the most significant elements of retail marketing mix and its degree in 




1.5 Objective of the Study 
 
The general objective of this study is examine the relationship between the retail marketing 
mix and customers’ satisfaction within the Muslim women apparel retailing industry in 
Sarawak. With regards to the problems mentioned previously, the specific objective of this 
study is to: 
i. To examine the impact of retail marketing mix on customer satisfaction.  
ii. To examine the relationship between customer satisfaction and customer loyalty. 
iii. To examine the mediating role of consumer retail behavior in influencing the relationship 
between retail marketing mix and customer satisfaction. 
 
 
1.6 Significance of the Study 
 
 Realizing the significance of customers’ loyalty toward business success for any 
retailing industry, it is vital for retailers which includes those in Muslim women apparel 
retailing industry to secure in-depth information that will eventually be beneficial to be 
utilized by managers to develop strategic marketing strategies. 
